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The technology acceptance model (TAM) 
studies have proved that the explored variables 
have bearing on people’s technology acceptance 
behaviour. While it is difficult to clearly 
measure relational associations viz. Facebook, 
WhatsApp, and Twitter responsibilities because 
of its concealed and subtle benefits, and thusly 
examiners have made various measures, for 
instance, TAM focuses on which clearly relates 
to casual associations use. It is accordingly 
critical for the implementers to totally fathom 
the determinants of casual networks affirmation 
as they need to plan feasibly for it. Hence, our 
study was intended to evaluate the feasibility of 
TAM in study population i.e. library 
professionals and academicians in B-schools in 
Karnataka state. The outcomes of the current 
research study revealed that; research 
participants are techno-savvy they know about 
social networks and it’s use, and are well versed 
in using library facilities and services they 
receive from their organization. Furthermore, 
present research study proved TAM for the use 
of social networks viz. Facebook, WhatsApp and 
Twitter, and directions of four endogenous 
variables involved in TAM. Based on the 
outcomes of our research study the following 
recommendations could be made for future 
research endeavours; A multi-disciplinary 
approach is recommended in future TAM 
studies wherein different scholars from different 
subjects must be involved in such research to 
have comprehensive understandings about use 
of social networks. Future research may use 
random sampling while conducting such 
research for more generalization of study 
results. Future research on TAM must include 
other significant factors e.g. perceived quality, 
beliefs, income level, satisfaction, social 
influence, and individual difference etc… in 
their study models. 
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I. INTRODUCTION 
 
Library and Information Science education has been the oldest profession in India completing one 
hundred years, and there has been tremendous growth of library science literature over the period of 
time in different formats. Libraries are the central hubs of knowledge, and products of library science 
education is the center of excellence. Due to the ascent of Information and Communication Technology 
(ICT) and its impact on library activities and organizations, the standard libraries are as of now changed 
into electronic library. As a result, knowingly or unknowingly, intentionally or unintentionally, the 
library professionals are implementing the various technologies in the libraries to improve the efficiency 
of library and information services in the interest of user community. It is conceded that we live in 
computerized society and ICT can possibly work on all parts of our social, financial and social life. The 
presentation of these innovations into colleges boundlessly changes the manner in which schooling is 
conferred and data is gotten to requesting libraries to remain on top of innovation interceded admittance. 
ICT also paved a way for a new academic approach of teaching-learning perspectives. The new social 
networks like Facebook, WhatsApp and Twitter has added value in academic sphere. 
 
The Technology Acceptance Model (TAM) is one of the most striking and all around made models in the 
evaluation of the utilization and affirmation of Information Technology (IT) and related contraptions and 
has association with five laws of library and information science. It gives a sensible framework subject to 
amicable mind science speculations and suggests the association between mental points, attitude, 
objective and direct for explaining customer affirmation of IT development. Cap is made out of five 
creates viz. external elements, seen accommodation, seen supportiveness, demeanor, and assumption to 
use.  
 
The psychological perspectives of people for using such web and correspondence advancements ought to 
be understand while driving such kind of study (Davis et al., 1989). have proposed the TAM for 
understanding and explaining the parts that impacts people to use IT. In addition, they composed the 
factors like obvious comfort, seen convenience; mindset and plan to use are the components have bearing 
on the affirmation of new developments. Likewise, Park and Del Pobil 2013 inspected and found two 
other critical external variables in TAM for instance seen adaptability and audit understanding.  
 
The TAM studies have exhibited that the explored factors have bearing on people's advancement 
affirmation direct. While it is difficult to clearly check relational associations responsibility because of its 
concealed and irrelevant benefits (En Mao and Palvia, 2001), and from now on experts have made various 
measures, for instance, development affirmation model, which directly relates to casual networks usage. 
It is thusly critical for the implementers to totally understand the determinants of casual networks 
affirmation as they need to plan effectively for it. With this context, the present study was rightly taken 
up the new TAM for Indian audience. It is worth to apply the new TAM in Indian academia and checking 
the feasibility of TAM in library professionals, faculty members, and the students of B- school in 
Karnataka for internet technology and social networks viz. Facebook, WhatsApp and Twitter. 
 
The present study was explorative in nature. It attempts to demonstrate the feasibility of TAM in Indian 
context in respect to internet technology, and social networks viz. Facebook, WhatsApp and Twitter. The 
study gives a principal component analysis along with other significant analysis for the scale developed 
for TAM. Regression analysis was also been done. 
 

Facebook 
For Facebook; the principal component analysis have given all desired factors i.e. perceived mobility (4 
items, Mean: 3.87, SD: 0.13); viewing experience (3 items, Mean: 3.73, SD: 0.09); perceive ease of use (3 
items, Mean: 3.68, SD: 0.06); perceived usefulness (2 items, Mean: 3.85, SD: 0.01); attitude (3 items, Mean: 
3.88, SD: 0.05); and intention of use (2 items, Mean: 3.80, SD: 0.09). It was found that all means are above 
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midpoint of 3.0 for the six factors, therefore it could be inferred that research participants had an overall 
positive perception towards all the constructs. The trial of propriety of factor examination has been 
checked through Kaiser-Meyer-Olkin (KMO) proportion of testing ampleness, where esteem more 
noteworthy than 0.50 was satisfactory, between 0.50 to 0.70 is average and 0.70 to 0.80 is acceptable, 0.80 
to 0.90 is extraordinary or more 0.90 is wonderful (Birks and Malhotra 2006). In our study the value of 
KMO was 0.8 which inferred that the adequacy and appropriateness of sample to go for principal 
component analysis. In the present study it was found that the total cumulative percentage of variance 
explained was 75.14% and it was quiet good percentage for analysis (Hair et. al., 1998). 
 
To know the factor reliability, it is important to calculate Cronbach’s alpha coefficient. In our study, it was 
found that the Cronbach’s alpha coefficient for all the factors was above acceptable level i.e. 0.7, (Gerrard 
and Cunningham, 2004). For apparent mobility, viewing experience, perceived ease of use, perceived 
usefulness, attitude, and intention of use it was 0.86, 0.83, 0.77, 0.82, 0.74, and 0.73 respectively which 
indicate the good factor reliability and internal consistency. In summary, composite reliability for internal 
consistency, principal component analysis, convergent validity and Discriminant validity found 
established for Facebook. Furthermore, it is also found that the all the six factors viz. perceived mobility, 
viewing experience, perceived ease of use, perceived usefulness, attitude and intention of use are 
statistically correlated with each other (p<0.01). 
 
In our study, it was also found that the regression summary of all the four endogenous variables given in 
the TAM have significant relationship between them (p<0.001). As facilitated by the TAM, it was found 
that clear accommodation was constrained by evident compactness and overview knowledge (R2= 0.23); 
saw handiness was essentially directed by the obvious adaptability, seeing experience and saw 
convenience (R2=0.18). It was furthermore found that disposition was directed by evident handiness and 
saw accommodation (R2=0.17), and objective of usage was clearly constrained by the obvious 
supportiveness and attitude (R2=0.17). Thusly, it might be understood that the all of the effects can be 
explain the 17% of the distinction of objective of usage with respect to Facebook. 
 

Whatsapp  
In our study for WhatsApp; the principal component analysis have given all desired factors i.e. perceived 
mobility (3 items, Mean: 3.76, SD: 0.00); viewing experience (3 items, Mean: 3.78, SD: 0.05); perceive ease 
of use (3 items, Mean: 3.73, SD: 0.04); perceived usefulness (3 items, Mean: 3.70, SD: 0.09); attitude (3 
items, Mean: 3.89, SD: 0.03); and intention of use (2 items, Mean: 3.80, SD: 0.04). It was found that all 
means are above midpoint of 3.0 for the six factors, therefore it could be inferred that research 
participants had an overall positive perception towards all the constructs. The test of appropriateness of 
factor analysis has been verified through KMO, and in our study the KMO value was 0.7 which depicted 
that the adequacy and appropriateness of sample to go for principal component analysis. In the current 
study it was found that the total cumulative percentage of variance explained was 73.40% and it is quiet 
good percentage for analysis as per Hair et. al., 1998. 
 
To know the factor reliability, it is important to calculate Cronbach’s alpha coefficient. In our study, it was 
found that the Cronbach’s alpha coefficient for all the factors is above acceptable level i.e. 0.7, (Gerrard 
and Cunningham, 2004). For perceived mobility, viewing experience, perceived ease of use, perceived 
usefulness, attitude, and intention of use it was 0.92, 0.86, 0.82, 0.80, 0.68, and 0.66 respectively which 
indicate the good factor reliability and internal consistency. Overall, composite reliability for internal 
consistency, principal component analysis, convergent validity and Discriminant validity was established 
for WhatsApp. In addition, it was also found that the all the six factors viz. perceived mobility, viewing 
experience, perceived ease of use, perceived usefulness, attitude and intention of use are statistically 
correlated with each other (p<0.01). 
 
In the current study, it was also found that the regression summary of all the four endogenous variables 
given in the TAM have significant relationship between them (p<0.001). As facilitated by the TAM, it was 
found that clear ease of use was constrained by evident adaptability and survey understanding (R2=0.06); 
saw supportiveness was in a general sense directed by the obvious convenientce, seeing experience and 
saw accommodation (R2=0.21); it was furthermore found that attitude was constrained by obvious 
handiness and saw comfort (R2=0.07); and objective of use was clearly constrained by the clear worth and 
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disposition (R2=0.25). Thusly, it might be gathered that the all of the effects can be explain 25% of the 
change of objective of usage concerning WhatsApp. 
 

Twitter 
In the current study, for Twitter; the principal component analysis has given all desired factors i.e. 
perceived mobility (4 items, Mean: 3.87, SD: 0.13); viewing experience (3 items, Mean: 3.70, SD: 0.08); 
perceive ease of use (3 items, Mean: 3.66, SD: 0.05); perceived usefulness (3 items, Mean: 3.75, SD: 0.03); 
attitude (3 items, Mean: 3.89, SD: 0.03); and intention of use (2 items, Mean: 3.78, SD: 0.05). It was 
observed that all means are above midpoint of 3.0 for the six factors, therefore it could be inferred that 
research participants had an overall positive perception towards all the constructs. The test of 
appropriateness of factor analysis has been verified through KMO, in the present study the KMO value 
was 0.8 which delineated that the adequacy and appropriateness of sample to go for principal component 
analysis. In our study, it was observed that the total cumulative percentage of variance explained was 
75.13% and it is quiet good percentage for analysis according to Hair et. al., 1998. 
 
To know the factor reliability, it is important to calculate Cronbach’s alpha coefficient, and in our study, it 
was observed that the Cronbach’s alpha coefficient for all the factors is above acceptable level i.e. 0.7 as 
per Gerrard and Cunningham, 2004. For perceived mobility, viewing experience, perceived ease of use, 
perceived usefulness, attitude, and intention of use it was 0.86, 0.86, 0.82, 0.84, 0.68, and 0.66 respectively 
which indicate the good factor reliability and internal consistency. Overall, composite reliability for 
internal consistency, principal component analysis, convergent validity and discriminant validity was 
established for Twitter. Furthermore, it was also found that the all the six factors viz. perceived mobility, 
viewing experience, perceived ease of use, perceived usefulness, attitude and intention of use are 
statistically correlated with each other (p<0.01). 
 
In the present study, it was also found that the regression summary of all the four endogenous variables 
given in the TAM have significant relationship between them (p<0.001). As composed by the TAM, it was 
found that evident comfort was constrained by obvious adaptability and review understanding 
(R2=0.20), saw handiness was basically directed by the clear conveyability, seeing experience and saw 
ease of use (R2=0.20), it was moreover found that disposition was constrained by evident worth and saw 
convenience (R2=0.13), and objective of use was clearly constrained by the evident worth and mindset 
(R2=0.18). Along these lines, it might be concluded that the all of the effects can be explain 18% of the 
difference in point of use in regards to Twitter. 

 
II. CONCLUSION 

 
Our study was intended to evaluate the feasibility of TAM in study population i.e. library professionals 
and academicians in B-schools in Karnataka state. Based on the current research study following 
conclusions could be drawn; 

1. Research participant are techno-savvy they know about social networks and it’s use. 
2. Research participants are well versed in using library facilities and services they receive from 

their organization; but they are partially satisfied with it. 
3. Research study proved the TAM for the use of social networks viz. Facebook, WhatsApp and 

Twitter, and directions of four endogenous variables involved in TAM. 
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III. RECOMMENDATIONS 
 
The following recommendations could be made from the outcomes of present research study for future 
research endeavours. 

1. A multi-disciplinary approach is recommended in future TAM studies wherein different scholars 
from different subjects must be involved in such research to have comprehensive understandings 
about use of social networks. 

2. Future research may use random sampling while conducting such research for more 
generalization of study results. 

3. Future research on TAM must include other significant factors e.g. perceived quality, beliefs, 
income level, satisfaction, social influence and individual difference in their study models. 
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